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[noises distract^much,jnorejhan continuous sounds; also that
I stimulT^vith meaning, like a radio speech, distract more than
\ meaningless noises such as the subdued roar of street traffic.
What Attracts Attention
Important among the JactorsJ^at CC)mPel attention, as first
.jnoted by Titchener and his students, are size, motion^oolor, rep-
petition and, in gyeral,jiriy^^^                            sharply with
'J&^&ckgi&uiid- These are first principles for advertising men.
Analyzing advertisements, Howard K. Nixon, of Columbia Uni-
versity, found that the bigger an "ad" is, compared to neighbor-
ing ones, the more it attracts. Daniel Starch demonstrated that
color pages of advertising draw almost twice as much attention
as black and white pages. That ample white space surrounding
an advertisement enhances, by contrast effect, its attention value
was noted by Edward K. Strong, of Stanford University.
Mental Set
Cattell and others discovered that our attitude or expectation
influences the speed of our reactions. If we concentrate on the
response we must make when we see a light, we react faster than
if we fix our attention on the light itself.
How our attitude or ''mental set" affects behavior was ob-
served by Narziss Ach, German psychologist. Studying reaction
time he found that subjects reported a period of preparation or
"getting set" before the stimulus was given. When the light or
bell signal was presented, the response followed almost auto-
matically. Henry J. Watt, an English psychologist working in
Germany, discovered that mental set operated similarly in the
controlled association test. When a subject is told to "give the
opposite" of each word named, he adjusts himself beforehand by
thinking of a few examples or perhaps by making gestures. If
the word "high" is then given, he responds "low" quickly and